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among stations for access to network programs. The ultimate beneficiary ofthis competition will be

the viewing public.

Respectfully Submitted,

~J!1k'flU
Jo ph A elisle
CoUDle) for
Southern Broadcast Corporation
of Sarasota

October 30, 1995

Leibowitz & Associates
One Southeast Third Avenue, Suite 1450
Miami, FL 33131
(305) 530-1322
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My name is 1. Manuel Ca.lv"l l:1d I am Vice-President of Southern Broad"st Corpora.tion

of Sarasota ILnd General MaMset of Station wwsn (TV). Sarasota, Florida. I have tead ~hi

fOfe.goiug CommentS of Southem Broadcast COfpol'l.tlcn of SaJlliO~1 iUld L~e fllel'S r~l~tliild tbel'oin ate

true a.nd correct to tht! best of my knowleQ~~, infonnatinnt illQ beliet~

I declare under penalty ofperjury [hi foregoing is uue,
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CHAPTER ONE

The Market

MARKET DEFINITION
A television market consists of either a single
station or an aggregation of television stations
which are intended to be reported together in
one common Market Report based on historical
usage. Each Area of Dominant Influence
('~DI") must have at least one commercial,
non-satellite home station. ADI markets are
those which have achieved ADI status accord
ing to the rules defined in Arbitron's AD!
Assignment and Update Rules Policy. Non-AD!
Markets are defined later in this chapter.

Changes in the marketplace may dictate that
a change is appropriate in the market con
figuration due to, but not limited to, new
commercial stations coming on-the-air or an
existing station leaving the air, changes in net
work affiliation, or changes in parent/satellite
station relationships. However, market con
figuration changes will be made in the exercise
of Arbitron's discretion and research judge
ment, usually after consulting with the stations
in the market. Note that changes in ADI con
figuration are explained below.

Some marketing conditions may warrant that
two existing ADI markets become joined or
"hyphenated". Arbitron exercises its independent
judgement in combining existing markets and
in reviewing the reconfiguration of existing
markets. As a general rule, once markets are
joined, the resulting combination becomes a
single permanent market. Exceptions are made
only at Arbitron's discretion in the exercise of
its professional judgement.

Metro, ADI and Total Survey Area ("TSA:')
geographic areas for ADI markets are defined
and explained in the sections which follow.

AREA OF DOMINANT INFLUENCE (ADI)

Definition
The ADI or '~rea of Dominant Influence" is a

. geographic design which defines each tele
vision market, exclusive of all others, based on
measured viewing patterns. It is an area that
consists of one or more Arbitron sampling
units in which the commercial stations home to
the ADI and satellite stations, reported in com
bination with them, received the preponderance
of total viewing hours.
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A sampling unit is normally one county or
an independent city, although some counties
may be divided into two or more sampling
units due to topography or ethnicity. For pur
poses of this publication, sampling units will
be considered as full counties for simplicity of
reference. Each county in the contiguous U.S.
is allocated exclusively to one ADI. There is no
overlap.

When a county is divided by Arbitron into
more than one geographic sampling unit, each
unit is analyzed as if it were a separate county
for ADI purposes, and is assigned to an ADI
on the basis of the rules described below.

Survey areas in Alaska, Hawaii, territories
or possessions may be designated ADIs if sta
tions subscribe to Arbitron's service.

.-\DI Policy
The original ADI allocations were based on a
1965 county-by-county study of television cir
culation using viewing data obtained by diaries
from approximately 250,000 television house
holds. From these viewing data, Arbitron
prepared estimates of the total viewing hours
in each county for an average week, and the
percentage of the estimated total viewing hours
for each station for which viewing was reported.
These shares of county viewing formed the
basis for the original ADI allocations using
standardized formulas and procedures.

Arbitron now updates the ADI allocations
annually, the most recent update having been
computed from viewing estimates from the
May 1985, July 1985, November 1985 and
February 1986 surveys. Based on these
estimates, Arbitron made its ADI allocations
for the 1986-87 survey year.

Assignments of counties to ADIs are effec
tive for a 12-month survey year, commencing
each September.

Assignnlent Rules .
Once the estimated total viewing hours for a
county, and the percentage of each station's
total viewing in the county are determined,
Arbitron sums the station percentages by the
market of the stations. The market having the
largest total percentage of viewing is deemed to
be the "dominant influence" in the county
under consideration, and that county is



ADI "A" Share - ADI "S" Share

Statistical Sigrificance Formula =

ADI "A" Share (1- ADI "A" Share) + ADI "B" Share (1 - ADI "B" Share)

Effective Sample Size x HUT

Lsing the Formula: Here are the values
needed when using the Statistical Significance
Formula:

Interpreting the Result~: If the result of
the formula is:
.2.00 or greater, one can be 9k1W:nt

confident that the difference two
ADIS' Shares of the county's viewing is real
and not due to sampling variations. In this
case, Arbitron will reassign the county to the
new dominant ADI.

• Between 1.00 and 1.99, one can be less
confident that the difference between the
two ADts' shares of the county's viewing is
real. In this case, Arbitron will assign the
county to the new ADI only if that ADI has
the larger share in at least three of the four
individual survey periods used for the AD!
Update.

• Less than 1.00, one can have little confidence
that there is a true difference betWeel1 the
two ADIs' shares of the county's viewing to
the home stations and, despite the higher
share of viewing to the new ADI, Arbitron
will retain the county as part of the ADI to
which it is currently assigned.

To clarify this formula, amsitkr the jolllJwing
example:
Baker County is currently assigned to the
Eastville ADI. According to four-survey
figures used as the basis for ADI Update, the
home stations of the Northtown ADI now have
a larger share of viewing in Baker County than
home stations in the Eastville ADI.

Eastville ADI Share = .2438

Northtown ADI Share .4838
Baker County HUT .3031

Effective Sample Size 396

\ I .4838 x (1 - .4838) + .2438 x (1 - .2438)

V 396 x .3031

The Formula:

.4838 - .2438
ADI Total Hours Viewed

County Total Hours Viewed
Share

allocated for ADI purposes to that market of
origin. When Arbitron identifies a Non-Metro
County which shows more viewing to the home
stations of an ADI to which it is not currently
assigned, the county is considered to be eligible
for reassignment to the appropriate new ADI.
Home counties and Metro counties are treated
differently. (See Exceptions to the General
Reassignment Ruk and Metro Rating Area
RJlily.)

General Reassignment Rule: Beginning
with the 1983-84 ADI Update, Arbitron adopted
a "Thst of Statistical Significance" in cases of
possible coonty reassignment to determine if
the difference between a county's share of
viewing to home stations of two different ADIs
is "real", in the sense the difference is not due
to sampling error, and would therefore warrant
reassigning the county to a different ADI. The
test of significance involves the use of a formula
which takes into account the difference between
two ADIs' shares of the county's viewing, the
effective sample size in the county, and HUT
(Households Using Television) estimates in the
county. In the formula which is given below, all
figures used are four-survey averages except
for sample size, which is a four-survey total.

Effective
Sample Size =

Four-survey total in-tab
x

Statistical Efficiency (1 0.7)*

or 3.99

HUT County Total Hours Viewed
County TVHH

x
Potential Hours of Viewing

in Survey Week

Applying the Formula of Statistical Significance,
the result is greater than 2.00. Therefore, one
can be more than 95 percent certain that
Northtown ADI's home stations' share of
viewing in Baker County is, in fact, greater
than Eastville ADI's home stations' share. On
the basis of this result, Baker County would be
reassigned to the Northtown ADI for the next
survey year.

• Except where prOVided, values can be obtained from the
County Coverage Report.
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E:u;eptilms to the General Reassignment Rule:
Home County Policy
Non-Metro Rating Area counties that are Home
counties of stations are reviewed differently
during ADI Update. If a station achieves at
least a 5.0 share in its Home County, its Home
County will not be reassigned to another
existing ADI market unless the average of
percentages of viewing hours of the stations in
the other market is at least 10% greater than
the sum of the percentages of viewing hours of
the stations in the Home County Market under
consideration.

:\ote: For a station to be included in either the
calculation of the sum of station shares in the
Home County Market or the calculation of the
averages of shares of stations in the other
market, it must receive at least an unrounded
5.0 share of viewing in the county under
consideration.

The following are two examples illustrating
how the Home County Policy can affect AD!
assignments.

Example 1
ABLE COUNTY SHARE OF COUNTY VIEWING

HOME COUNTY
Station A . . . . . 18.47
Station B . . . . . . . . . . . . . . . . 3.28
lOTAL 21.75

OTHER MARKET
Station C . . . . . . . . . . . 24.20
Station 0 20.19
Station E . . . . . . . . . . . . . .. . 19.86
Station F. . 4.87
lOTAL 69.12

{{('suIts: Under the Home County Policy, only
stations with a 5.0 share are figured in the
computations.

I 1. Only Home County Station A qualifies. 10%
is added to its share of viewing:

la47 + 10% = 20.32

2. Other Market Stations C, D and E qualify
for consideration. Their shares are added
together and averaged:

24.20 + 20.19 + 19.86 = 64.25 + 3 = 21.42

3. The Other Market stations are dominant,
and the Home Market does not achieve or
retain ADI status. The Test of Significance is
not utilized in the Exceptions to the General
Rule.
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~~amp!~~

GOLD COUNTY SHARE OF COUNTY VIEWING

HOME COUNTY
Station A 14.62
Station 8 4.84
lOTAL 19.46

OTHER MARKET
Station C 17.21 I

Station 0 . . .. . 22.13
Station E 13.29
Station F 6.18
Station G . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1.22
lOTAL 60.03

Results: Under the Home County Policy, only
stations with a 5.0 share are figured in the
computations.
1. Home County Station A qualifies. 10% is
added to its share of viewing:

14.62 + 10% = 16.08

2. Other Market Stations C, D, E and F
qualify, and their shares are added together
and averaged:
17.21 + 22.13 + 13.29 + 6.18 =58.81 + 4 = 14.70

3. The Home Market is dominant in the Home
County, and therefore, the Home Market
retains or achieves ADI status. The Test of
Significance is not utilized in the Exceptions to
the General Rule.

A satellite station's share of viewing is
combined with its parent station's viewing for
purpose of this calculation.

In considering the creation of a new ADI
Market, consisting of one or more counties not
then Home counties or Metro counties to a pre
existing ADI, the criteria for the General Rule
of reassignment of counties to an AD! would
prevail; in addition, a market must win its
Home County, and that Home County must
have at least 10,000 television households. In
the case of a new ADI which could be created
through the application of the Home County
Policy, the home station may waive the
application of that rule, thereby electing not
to become a new ADI.

The rules and procedures for ADI allocations
and/or the creation of new ADI markets are
dynamic and receive extensive re-examination
periodically. As a result, Arbitron reserves the
right to exercise its professional judgement in
county assignment policies in the case of
counties with unusual geographic, topographic,
ethnic, historical marketing or other exceptional
circumstances.



METRO RATING AREA

Definition
A Metro Rating Area ("Metro")is a separate
reporting area where Arbitron reports TV
household ratings, shares, and HUTh. Metros
can be added to Non-Metro markets at the
request of, and with the support of, all stations
in the market. A minimum sample size of 125
is required.

The Metro Rating Area generally includes
the entire "corresponding" MSA (Metropolitan
Statistical Area, as defined by the U.S. Office
of Management and Budget) except in those
instances in which a MSA county (or portion
of a geographically split MSA county) is not in
the ADI of the market.

Policy
Originally, Metro Rating Areas consisted of
the MSA counties in which were located the
home stations' cities of license or primary
service area plus other counties included due to
historical industry precedent.

In June 1975, Arbitron Television took steps
towards assigning counties to Metros on the
basis of dominant viewing patterns in addition
to government criteria. Specifically, effective
with the 1975-76 ADI Update, Arbitron no
longer applied the 10% exception (see AD!
Update, Home OJunty lliicy) to new (since
Aprill972) MSA counties for the purpose of
adding them to the appropriate Metro.

A change in the Metro Rating Area Policy
for the 1W6-77 Survey Year extended the televi
sion viewing criteria, dominant share, to all
Metro counties in which there is no commer
cial home station.

Implementing this policy during ADI Update
Reviews in subsequent years has caused a few
Metro Rating Area counties that were not
"home" counties to any television station to be
assigned to an adjacent market's AD!. It was
recognized that such frequent reassignments
could result in unstable Metro Rating Area
configurations; therefore, Arbitron again
modified the AD! Review Policy to stabilize
Metro definitions.

Under the modified policy, which became
effective with the 1983-84 survey year, and
which is still in effect, all Metro Rating Area
counties are examined in combination rather
than individually.

Using information from the Coverage Report,
hours viewed to each station and market are

I summed across all counties in the Metro
Rating Area; therefore, no individual Metro
County can be reassigned to another market's
AD!. New "shares of viewing hours" are
calculated based on these multi-county sums.
In the event that another market has the larger
share of viewing, a test of statistical significance
is applied.before final ADI assignments are
made. (See Gen£ral Reassignment Rule.)

When an entire Metro Rating Area shifts to
another market, the Home County Policy is
applied to those counties of the Metro Rating
Area which contain cities of license of com
mercial stations. Metro Rating Area counties
other than Home counties will be reviewed
under the General Reassignment Rule.

During the past few years, there has been a
proliferation of television·stations in counties
outside, but contiguous to,existing Metro
areas. Therefore, Arbitron has established
guidelines for the possibility of adding these
counties to existing Metro Rating areas.

The Metro Rating Area of a market may be
expanded to include the Home County of a
new commercial television station, subject to
Arbitron's evaluation, if:
1. the new Home County is contiguous to the
existing Metro Rating Area; and
2. the new station does not have a primary
affiliation with a network already affiliated
with a station in the existing Metro Rating
Area; and
3. no single existing Metro station has its
Metro Rating Area shares impacted unfairly in
relation to the other home stations by the
addition of the new Home County; and
4. all stations in the market agree to the
change, in writing.

A newly qualifying ADI market, which
requests that its market be permanently added
to an existing ADI, may request to establish
"Dual Metro" Rating Areas. While Arbitron
will consider the opinions of all station
subscribers in both the new potential ADI and
the old ADI, Arbitron reserves the~ht to
exercise its professional judgement to either
report the markets separately or to join the
markets and report "Dual Metro" ratings.

In cases where the U.S. Office of Manage
ment and Budget redefines a market's MSA,
Arbitron will review and may, in its judgement,
modify the Metro Area. Arbitron will not
modify the Metro Area if all subscribing
stations oppose the reconfiguration.
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The Arbitron Survey Area Definition Com
mittee reserves the right to exercise its best
professional judgement in modifying and/or
waiving certain special procedures specified
above, or overriding the requirement for station
concurrence whenever strict adherence to these
procedures could result in a Metro definition
which would appear unreasonable or illogical
in light of known topographic, geographic,
historical or other exceptional circumstances.

TOTAL SURVEY AREA (TSA)

Definition
The Total Survey Area ("TSA") is a geographic
area composed of those counties which, by
Arbitron estimates, account for approximately
98% of the Net Weekly Circulation of all com
mercial home market stations, exclusive of
counties located outside the MSA or ADI
reached solely by communications satellite
transmission. The TSA includes all of a
market's Metro and ADI counties, plus all
other additional counties necessary to account
for 98% of the viewing to that market's com
mercial home stations. TSAs may overlap
(unlike MSAs and ADIs) and, therefore, TSA
audience estimates are not additive because of
dupl icat ion.

TSA Update
All TSA definitions are reviewed before the
beginning of each new survey year to evaluate
the ability of the TSA definition to meet the
"98% of viewing criteria". Evaluation and
revision are based upon the annual report on
Net Weekly Circulation, which is based upon
viewing estimates from the four most current
sweeps. Unlike ADI Updates, which are made
at the beginning of the survey year only, TV
stations may request TSA updates throughout
the survey year if changing market conditions
so warrant. Such market conditions might
include,. but are not limited to, expanded
coverage due to new or more powerful trans
mitters, higher towers, new stations going
on-the-air, new parent/satellite rebroadcast
arrangements, or expanded cable system
carriage.

Likewise, stations going off-the-air, cable
system carriage changes, and changes in
parent/satellite rebroadcast arrangements may
cause existing TSA counties to no longer be
assigned to a given market.
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Stations may also request that a county be
added or deleted from an existing TSA.
Requests for changes in TSA definitions after
the beginning of the new survey year must be
made in writing to Arbitron's Television
Policies and Procedures Department. After a
TSA change is reviewed and determined by
Arbitron to be warranted, the definition
change is made as soon as practical and will
again be addressed at the beginning of the
next survey year.

These are some of the criteria that are
considered in updating Total Survey Area
definitions:
1. the primary consideration is that at least
98% of the Net Weekly Circulation of each
commercial home station occurs within the
defined TSA;
2. geographic continuity of TSA counties is
maintained whenever possible;
3. counties with viewing to more than one
home station are preferred over counties with
viewing to a single home station; or
4. counties bordered on less than all sides by
other TSA counties would be deleted from a
TSA when there is no reportable circulation to
any commercial home station. Counties may
also be deleted when no longer required to
account for 98% of the viewing to commercial"
home stations.

The Arbitron Survey Area Definition
Committee reserves the right to exercise its
professional research judgement in modifying
and/or waiving certain procedures enumerated
above whenever these procedures would result
in a county addition or deletion which would
appear unreasonable or illogical in light of
known topographic, geographic, historical or
other exceptional circumstances.

NON-ADI MARKET

Definition
A Non-ADI Market may be established when
the city of license of a commercial station,
which does not have a rebroadcast arrangement
with any other station, is located in a county
which is a county in the ADI, but not the
Metro of a Metro Market. A Non-ADI Market
includes only the Home County of such a
station.

...



In cases where the county under consideration
is contiguous to the current Metro Rating
Area, and rther marketing factors so warrant,
the cwnty may be added to the Metro Rating
Area rather than be designated as a Non-ADI
Market. (See Metro RatingAnra RJiicy.)

A Non-ADI Market: may be established when:
1. a new station, existing in a Non-Metro, ADI
county area, comes on-the-air; or
2. an existing station, with a previously
established ADI loses its ADI status, and
would begin being reported in another Market
Report.

Non-ADI Market Policv
During the annual ADI Update, the viewing
level of the home station(s) in the Non-ADI
Market is examined to determine whether the
Non-ADI Market is entitled to its own indepen
dent ADI status. (See Honse County RJiicy.)

In TSA updating, Non-ADI stations are con
sidered home stations to their corresponding
ADI markets, and TSA definitions for these
ADI markets are designated to include the
"98% area" of the Non-ADI stations.

Non-ADI markets which achieve separate
ADI status may elect to become a new
independent ADI or may elect to hyphenate
their market name with another established
ADI by exercising one ¢ the two options
below:

Option 1: Station(s) in a newly qualifying
ADI may elect to make their market a perma
nent part of an established ADI and add their
market name to that of the existing ADI. The
newly qualifyt"ng ADI relt"nqut"shes the right to
bea:nne a separate ADIfar all tt"rne. The new
market name will be the "OLD TOWN-NEW
TOWN" AD!.

Option 2: The station(s) in a newly qualify
ing ADI may elect to continue their Non-ADI
status and have their market name added tem
porarily to that of the existing ADI. The newly
qualifying ADI retains its right to accept full
ADI status in future years should the oppor
tunity again arise. The new market name will
be the "OLD TOWN including NEW TOWN"
ADI. The new market will remain for one
survey year only; however, it may be renewed
for a subsequent survey year in the event that
the Non-AD! Market again qualifies for ADI
status.
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Non-ADI Market stations are generally
reported in the corresponding ADIs Market
Report and designated as home Non-ADI
stations.

ADJACENT ADI MARKETS
Adjacent ADI Markets are those other Areas
of Dominant Influence which are in close
geographic proximity to the Home Market
ADI and in which there is .viewing to the
Home Market stations. Up to three adjacent
ADIs may be designated for each ADI Market.
When more than three adjacent ADIs overlap
the Home Market's Total Survey Area, the
cumulative Net Weekly Circulation of each
adjacent ADI is ranked in descending order.
The three highest ranked are selected, and TV
household ratings for each appear in the
Daypart Audience Estimates Section of the
Market Report.

MARKET NAME
In the past, market names reflected a mixture
of the name of the primary Metropolitan
Statistical' Area(s) (UMSK' as defined by the
U.S. Office of Management and Budget),
stations' cities of license, stations' cities of
identification, plus historical industry usage.

The resulting lllare of market names per
mitted neither uniform rules of application for
definition nor stability of market identification.
Therefore, effective with the tm-7J survey
year, Arbitron implemented the policy of only
changing market names under the following .
conditions:
1. Market name changes are made to add the
city of license of a new commercial home sta
tion or to delete the city of license of a station
which goes off-the-air or becomes a satellite.
(The name of the city of license of a satellite is
never included in a market name.)

2. Effective with the 1983-84 survey year, and
still continuing, market names may be changed
to add the name of the city of license of any
new or existing commercial non-satellite tele
vision station located in the defined Metro
Rating Area or in a defined Home County of a
market without a Metro Rating Area if: (i) the
new or existing station requests the addition, in
writing; and (ii) if the requesting station has
met the home station Minimum Reporting
Standard requirements of the Market Report in
three consecutive surveys, including the most
recent May survey.



When a city's name is added to the current
name of a market, it will be positioned at the
end of the existing market name.
-Additions to market names will be effective
with the beginning of the next subsequent
survey year.

3. Effective with the 1985-86 survey year,
Non-ADI markets which achieve AD! status
and elect to hyphenate their market name with
another established ADI may have their market
name added to the name of the established ADI.

Arbitron reserves the right to exercise its
discretion in continuing to include the name of
a city which appears to no longer apply to the
reported stations.

With some exceptions, market names are
designed to contain the cities of license of all
commercial home stations.

The name of any present Non-AD! Market
that at one time had ADI status will be added
to the name of the ADI Market in which it is
currently located. The Non-ADI Market name
will appear in parentheses. Exceptions will be
considered if all Home Market stations present
evidence that the name change would have an
adverse effect.

Arbitron reserves the right to include or
exclude the name of a station's city of license
so as to best describe the market and which
will not cause confusion with the names of
adjacent markets.

SPLIT COUNTIES
A split county is a county that Arbitron has
divided into more than one sampling unit
because of its topographic features. Once split,
each newly created part of the county is
treated as separate units for sampling as well
as ADI Update and TSA definition.

Arbitron splits counties when:
1. the county has unique topographic features
which cause non-cable television households in
one portion of the county to have a mutually

I exclusive viewing ability (not just viewing
preference) from other television households in
other part(s) of the county; and
2. each split must include at least 2,500 TV
households and account for at least 10% of the
total county's TV households.

INDEPENDENT CITIES
While counties are generally the primary units
of state government, some cities are politically
independent of the surrounding county.
Recognizing that independent cities are
separate jurisdictions from their surrounding
counties, Arbitron samples independent cities
separately according to the criteria below.

In order for an independent city to qualify for
separate sampling, it must:
1. have combined total of at least 100,000
households for all independent cities within the
AD!; and
2. have a minimum of at least 35,000 h0use
holds within the ADI for a combination of both
the independent city and its surrounding
county (the "Torus").
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The following independent cities are clustered
with the listed county in all Arbitron
processes.

The following independent cities are processed
as separate units in Market Reports. They will
be processed and reported as separate units in
Arbitron Coverage, annual ADI updates and
TSA updates.

ta:PEtC:lENT CITES

Baltimore City, MD
81. Louis City, MO
Chesapeake City, VA
Hampton City, VA
Newport News City, VA
Norfolk City, VA
Portsmouth City, VA
Richmond City, VA
Suffolk City, VA
Virginia Beach City, VA
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NJEPEtaNT CITES

Alexandria
Bedford
Bristol
Buena Vista
Charlottesville
Clifton Forge
Colonial Heights
COVington
Danville
Emporia
Fairfax
Falls Church
Franklin
Fredericksburg
Galax
Harrisonburg
Hopewell
Lexington
Lynchburg
Manassas/Manassas Park
Martinsville
Norton
Petersburg
Poquoson
Radford
Roanoke
Salem
South Boston
Staunton
Waynesboro
Williamsburg
Winchester

STATE COUNTY

VA Arlington
VA Bedford
VA Washington
VA Rockbridge
VA Albemarle
VA Alleghany
VA Chesterfield
VA Alleghany
VA Pittsylvania
VA Greensville
VA Fairfax
VA Fairfax
VA Southampton
VA Spotsylvania
VA Grayson
VA Rockingham
VA Prince George
VA Rockbridge
VA Campbell
VA Prince William
VA Henry
VA Wise
VA Dinwiddie
VA York
VA Montgomery
VA Roanoke
VA Roanoke
VA Halifax
VA Augusta
VA Augusta
VA James City
VA Frederick



EXHIBIT 2

NIELSEN METHODOLOGY



THE NSI TELEVISION MARKET

A. The NSI Television Market

1. Metro Area I Central Area

The Metro Area is generally lhe Metropolilan Statistical Area (MBA) or the Primary Metropolitan Sta·
tistJcal Area (PMSA) asdefined by the Office of Management and Budget brought to county line basis
to inctude counties having over 500/0 of theirpopulation In the Metro Area. A Metro Area may consist
of a combination of two or more PMSAs in cases where two or more metropolitan areas are being
set'Ved jointty by TV stations originating in the TV market: e.g., Oallas-Ft. WOrlh.

In the abaenee of an established Metro Area. orwhere. in Nietsen's judgment. a Metro Area may not
represent the TV market(s) served by a group of TV statiOns, a group of counties may be substituted
to ..rve this purpoae. Such an area Is titled Central Area and is so delineated on the market map.
Counties comprising the Central Area will include the home counttel of the originating TV station(s)
for the market plus other neighboring counties whiCh are. in general, considered apart of the popula·
tion nuCleus that is served by the TV station(s) originating in the TV market. For text purposes, the
terms Metro Area and Central Area are interchangeable.

2. Designated Market Area (DMA)

each March, using tuning data collected from intab diary households from the most recent February,
May, July and November measurement survey periods. existing OMAs are tested for retentiOn. non
DMA areas are tested to become OMAs ancllnclividual counties are tested for OMA assignments. All
aaignments are based on household tuning between 7 AM and 1 AM Monday through Sunday.
Changes become effective with the start of the new brcacJcast year (September 1).

A. Testing for DMAs

Testing is comprised of two analyses, (1) examining existing DMAs to determine which continue
to qualify as OMAs and (2) examining non-OMA areas to determine if any qualify to beoome
DMA$. The areas examined in each of these analyses are home county areas.

DMAAreas

For existing DMAs. the home oounty areas are comprised of the Metro/Central counties of the
OMAor, in the absenceof aMetro/Central area. those counties oontalning the cities thatcomprise
the DMA name. The commercial stations whose city of liCense are located in the home county
area of a OMA are assigned as home stations to that OMA. The home county areas for existln~

DMAs are referred to in this section as OMA areas.

NOn-OMA Areas

Thosecommercial stationswhose city of license are not loCated in ahome county area of an exist
ing OMA are considered homeless stations. The home county areas for homeless stations con·
sist 01 the county containing the city of license of the station. The homecounty areas for homeless
stations are referred to in thiS section as non-OMA areas. When two or more non-OMA areas are

. adjacent. Nielsen may elect to combine the areas and examine them as one combined area.
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THE NSI TELEVISION MARKET

A. The NSI TellVlllOn Market

2: DetlgNlted Market Area (DMA) (Cant'd)

A. Testing for DUAs (COnt'd)

1. examining non-OMA areas.

To qual1f)' fer a OMA:

a. The commercial statiol'l(.S).. assigned to the non-OMA area must achieve a combined
share of audience greater than the combined share of audience of the commercial
station(s) assigned to any outside OMA area (other non-OMA areas are excluded from
this analysis). or

b. The commercial station in the non-DMA area with the highest share of audience must
have a share greater than the station with the highest share of aUdience belonging to an
outside OMA are. (otl'ler homeless stations are exclUded from this anaJysil). and

c. For either a. or b. o the difference in shares must b. statistically significant1.

d. Two consecutive years of statistiCally significant tests are required before any non-QUA
area qualifies for a OMA. However, should astation become a hometess station and the
applicable home county area be tested as anon-OMA area due solely to circumstances
that have not created a material change in its signa' pattern (e.g., a change in cItY of
license), Nielsen may elect to waive this condition and determine OMA status on the basis
of only one year of statistically significant test results.

e. Nielsen reserves the right not to create a OMA even if a non-OMA area qualifies for OMA
status (based on the above) in the event Nielsen determines there is a lack of sufficient
financial support for Nielsen service in that potential OMA.

f. ShOuld a non-DMA area become a OMA, the county(ieS) that define the hOrne county
area for the non-OMA area will define the new DMA. It is possible that additional
county(ies) may be added under the analysis described!" section A.2.B, below.

2. Examining OMA areas.

To retain a DMA:

a. Either condition A.2.A.1 .a. or A.2.A.1 .b., above, must be achieved with respect to the
OMA area being tested, or if neilh.r is achieVed, it will retain its OMA if the difference
betw.en the shares is not statistically significant.

b. Two consecutive years of statistically significant tests are required before a DMA can be
lost.

c. When a OMA is retained, the counties that currently define the OMA2 will continue to
define the OMA. It is possible that additional counties may be added or some counties
may be removed from the DMA under the analysis described in section A.2.B, below.

7GrM,.rt~ncanbe attributed tochance since onlyasampleof TVhouseholds is surveyed. For DMA
reviIJw the probability level used in all analySes ;s 90% confidence.

2 ExistifI{J OMAs are comprlseaof the counti,s that define the DMA area (homs county afea) and re
maindercounties that have been assigned through the analyses described in sections A.2.B.
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THE NSI TELEVISION MARKET

A. l1'Ie NSf Televi.iOn Market

2. DeIIgMted Marteet Area (DMA) (Cont'd)

B: Testing for County Assignments

AU counties are assigned to one and only one OMA. In this analysis aU counties except those
mentioned below are examined to determine if each should remain assigned to their current
OMA or be reassigned to another OMA.

COUnties not examined in.this analysis:

1. All counties that define existing DMA areas. including any new DMAs determined from
A.2.A.1. above.

2. ' Any counties failing to deliver at least two tuning intab diary:! households for the combined
measurementperiods used in the OMA review analysis (except forthe conditions described in
section A.2.D.3 below).

All counties except those mentioned in A.2.B.1. and A.2.B.2. above will:

3. Remain assigned to their current OMA if the combined share of audience for the commerciaf
station(s) assigned to the OMA area of the current DMA is larger than the combined share of
audience forany outside DMA area (all homeless stations are excludedfrom thIS analysis). 0 r

4. Be reassigned to the DMAthat achielles the largestshareof audience provided thatthe dfffer
enee in shares is statistically significant. If the county belongs to ametered market and if the
average day metered intab sample sile in that county over the four measurement periods
used in the DMA review analysis is at least 40 households, then the county wUl be reassigned
only It th, tuning data from the metered sample shows a highershareof audience to the same
DMAas the diary sample and the difference in the metered sample shares is statistically sig
nificant.

C. Stations

1. Tuning only to commercial stations is used in the OMA review analyses. Tuning to cabfe net
works and cable statlons are excluded except for local access cable st81ions that meet N5t
minimums for reporting in the local VIP report. PBS itations are excluded. Low Power
(lPlV) stations are eXCluded unless they are reported in a local VIP or some other special
analysis.

2. satellite stations are excluded from the analyses described under sections A.2.A.1. and
A.2.A.2. Tuning to satellite stations is included In the analysesdescrbed undersection A.2.B.
For OMA review purposes. all satellite stations. whether partial or total, are considered to be
extensions of their parent and all tuning to satellite stations is assigned to the OMA area (or
non-OMA area) to which the parent is assigned.

3. Tuning to superstations is included in the analyses under sections A.2,A1 and A.2.B only for
counties belonging to the Home DMA of the station or tor counties belonging to DMAs whieh
are geographically &djacern to the Home OMA of the superstation. For all othercounties. tun
ing to superstations is el(cluded for all OMA review analyses.

3To dBtermine statistical significance a variance estimate of th, difftlrenClfl in shares must be com
put,d. To compute a variance estimate a minimum of two households with tun;ng is require(}.
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CARClL ItE zu:KER
5037 WILlCM LW WAY

SARASOTA, FL 34241
3l9-000a

HcInOf'-abt. Reed E. HUndt,
Chairman
Feder-a' Oan't1Jnicltione Catmisaion

, 1919 M street· Room 814
WMMngton, DC 20554

Dear Mr. Hundt I
, '

~ia letter is written ;n re$pOI'l•• to ABC-TV's decision to end its relation~hipwith ;
sruota's local .t.t1on - WNSB, QotAt*IEl. 40. .

,

When I ""ved to Sarasota ••vt" Ylar. 1.90 I missed not ,eeing my 'avor-it. MW' .n~r ;
people. It did not take mI lent to becane accustt1'ned to watchina Ct1annet 40 ..... as ;
f could ,..., ..t. the I"lewl ooveraee to what wa. h~.,.Ii". in"" daily lite. I"no l~'~r :
f.lt tt.t the news rel.t.d to lome ob,eure per'Elon, place or thing .•• _•it w.. part,' qf ;
mt Hfe. ' . .

Channel 40 is Il1Of"I thin just a t.'evil;on station ••... it is ,the life of $aruQta :
COUnty. Th' people at ChaMel 40 are part of larasot•• they actively p....t~c,ip~t."fn :
mak1", this QQT1"RJn1t.y a b.t.t.... p1ae. to1ive.'

• (8m e'merm*t" of the Sehool Board of Sarasota County and at IUch I can .ttes~ to th.:
. fact that channel 40 cov~. not onlV news event••1 they pertain to the Board••••..•but (
they .'.0 cov.'" eehool evW\ts. Can you imQo1no how thrl1Hf"l' it 1. flol" • $9Vtr; '~"r
'to be on television.•...•or for" the athlet. 0' the week to be awarded the tit'. and be
t.l Ivi led? .. .

Saresof;a County is not I luburb of' TW'I1)•••••••• and thus' connot b. .dequat!llV:
represented by the TIf\l)& station. I beg you to k$$p the ABC-TV affi1 iation 'with~, :
~El 40 so thi. community can continue to hl~. its own identity. "

" ,
'i



Commission

Florida House of Representatives
October 12, 1994

aeply WI
~'.O.80al.

V... '" 14184·1...

~~=n ~ Olftet I"flfllnt
1 PL823H-l~
(104) "8I-lI'1l

R••d ID. Hundt.
Cbealrman ",
Federal Communications
aoorn 814
1919 M street
W.sh1n;ton DC 20554

JK: TV 40, WWSB 1 Sarasota, Florida

Dear Mr. Hundt:

My constituenOf has one 100a1 .television Itation - WKS., TV 40.

WWS8 is the only station that reports on loe.l news, weather and
spo~tin; eventl' oov.~. 100.1 90vernment hearings1 an~ reports on
local crimes and Qourt hearings.,

All of the Tampa 8&y are. stations that have news bureaus (CII,
AlC, NBC, and one independent) concent~at. on their lOQal violent
crime !irlt and by the time the f1nilh with the serial murd.~.,
~.O'Ul.~ muZ'c!4u'., rap•• , armec!. robbe~i •• , drive-by '.h60tinOI and ,,'
riot., they 90 ri9ht into w.ather and spo~ts. Saraaota, Bradenton
.~4 Venica ~Qly oa wwla to oive them Aft accurst. pietura of their
world which is ctherwise unav.ilable.

WWSB personalities are currentlf involved in the Mayor's Food lank
campaign, just as they have be.n part of Many 'other oharity events.
All of the Qood. done' by WWSB and the unique resource it·. il to this
oommunity will bQ lott if ABC i. allowed to withdraw affiliatiQn.

aerelY,

J~~-;;/vid L. mas, M.D.

cc: ABC (Sam Antar) and Sor1p~, Howard (Oonald Zeifan;)



,

. October, 17" 1994
" .

~.."...\.~
Hon~ra'ble R.eed !. Hw4t.t Ch.:l.nnan
Federal CommunicatiOft.·~~i.sion
1919 M Street, W' 1 loom 8l~
Washington, D.C. ~05'4

Dear Sir:

A. the r~••14.ftt of the Junior teaau, of ,Sarasota I ~epre8ent ~l~ost
700 1fO'Gle'ft. Thert are 286 Jun:f.ot' t..llues int.mat1on~;Lly .11 with the
.ame milsion - to imProve their communities. Oui co.munity t.
Sarasota, a eo~unit7 with. unique p.~.on.lity ,.nd~~rilque.need••
Our orsanl.at1on r••••rehes those nted. develop. projecta, to meet
tho•• 'ft"d.I, .taffa the proj.ct~. and pi~n••nd exe,cutls fund,'~aisers
~o .u~port our proj.~t.. .

We depend on an info~.d publio to be able to meet our loals. To
date, WWSB, Channel 40 ha. b.an a larse p.~t of that ef ort. .We
d.p~d upontb.ir local market When w••avertise the availability of
O~~ ••~vlces and when we nee4 public p••t1clpation to make ou~ fund
railerl ,a .~eces.. Our ru~lic Servic. Announcement. an4 Channel 40'.
ver1 prof'tltanal ~eportint of soma of out mor. newsworthy events
have allo been an a•••e, n addition w. are able to u•• their new'·
eastll of local happening. _al a spS't'Q,board f01: OtJ~ community x·esearch.'

'They,sive us a slimp•• into ou~ area a n••d. and help p~.vent ui from
duplicating service.,'

I'm .u~e Scripts Howard believ•• that they oan adeq~.tely cover th.
new. in our community_ The truth ia that a Itation that broadcasts
from Tampa to Ventce must include ~h. cities of rampa, Clea~.ter,
St. 'etersburg, Bradenton Sar.lota and Venic.. The need. and ler·
vices of each cit~ are 4ii!erent. Bach of thos•. citte. has a Junior
L.aa~. that depenas upon a local new. broadcalt. A broadcalt that
eo~ers 80 many communltte. do•• not have t1~e to, do ju.tice to the
local news ite~s 1n each individual oommunity. 1 belt.ve that S.ra~
sota, under those condition., would have refional coverage r~th.r
than local news cov.ra.l. That is not luff clent lor our needl.

.,
"

. .' ~.

, ... ,., '

Ou~ hope. are that after r.exam:f.nina eh. Itt~at1ont the r.c.c. and
ABC will conclude that in o~4.r to best ••~ve Sarasota County,
WWS8, Channel 40 mu.t ~.main a national .ffiliate. I trust that the·
interelt of the people you serve will be of ~rimary improtartce.
Thank you for 'your time and attention to this matter.

S:l.nc.erely,
A(k~~,~~
~;;o~h;··,-l," St\4art, Presld.nt

• •. ••• , '. I. , I .r' .'.

DBSimh',~cc; ·'Mr. Sam Anta~. AlC -, ".
~' Mr. Donals Zeit.nl, Scripps Noward

Mr. Stan Crumley, WWSB, Channel 40



October 27, 1994

Honorable bed P. Hundt, Chairman
Ptderal Communication' Commission
Room 814
1919 M Street NW
Washlftiton. D.C. 20SS4

0. Chairman Hundt:

Thi. lttter Is written in suppon of WWSB, Channel 40, Saruotl. Florida, retainln. its ABC
Network affl1iation.· .

Without this affiliation Channel 40 win more than likely be unable to IU.ta!1l its pttaent hilh
level, hilh quality newscat captbUida Which art so Important 1ft beptnc people Wormed of
pubUo issues and their consequences as well u the day-to-day lolnl~n In the area.

,

. Channel 40 makes it a. point to cover Ck)' Hall and dt)' olfieialJ coceerninl items of eutrel\t
lntereac which are helptul in a democratic process by better infonn1n.1 the public so. that those
w)lQ choose to can part1clpate more effectively In. the proceaes of local lovemment.

Moreover" Chan.n.el 40 performs a valuable role by intotmlns our commu~lty of emcflency.
QOOditlooss and our 10Cl1 "aeneiel hav. bteQ able to make contact with Channel 40 to alert the
public of conditions and have received immediate response. '

Without network affiliation Chillnel 40 will not be able to maintain its current news capability,
and the advantages I've outlined will be lost to the Sarasota community. Certa1nly. othtr
televl.ion stations may cover Sarasota from time to time, but the depth Il'd continuity will not
be the same that Channel 40 provides. Consequently, the pUblic will not be left well"servod.

orne" orChy Mant,or
Post Onico· Do~ 10S$. Sarasot•• florid. 3042JO

I'65 FIrst Street. S~u11'Ota. Florida 34236



Page Two
Honorable Reed P. Hundt. Chairman
October 26a 1994

"

Finally, Channel 40 has played amajor role in IUpporting community organization. and assisting
them with their fundralsinl which has hl!lped contribute to the vibrancy ~t our community.

Truly. from my perspective, loss 0' network .ffiliation will be detrimental to the Saruota
community. . ,

I Utl$ that PCC rule to retain ABC amUation for w\vSB, Channe140, Sarasota, Florida.

~ Donald P. leitanl, Esquire, Counsel for Scripps Howard Broadcasting Company
Sam Al'1tat, Esquite. Counsel Cor Capltll Cities!ABC. Inc•

.jt(n Crumley. President. WWSB, Channel 40



October 18, 1994

Honorablo lteed E. Hundt
Chairman
Federal Communicatioll$ Commission
Itoom 814
1919 M Stteet NW
Washington. D,C. 20SS4 .

Dear Chairman Hundt:

Watchlftl the game ofmullut dUltet being played by the network. in the Tampa market
was enterulnlna for a while, but sinct none ofthe stations involved had ever pald.mort
than passin. attention ~ Sarasota, I -..il.lred my••lf that we would not be di'Npted.
Wrons!

For 27 years. I owned and operated a toe.1 radio station in New England. We were able
to maintain a level otsuCCiess only tNouah close Involvement with our coerununi~y at every
level. I mendon suec_ ~&uS.without th. wherowitha1 co provide the manpower and
technical support there CII\ bo no Community ABairs programmlnl. and that brlng$ ml to
the subject of this letter, Channel 40 and it$ ABC affiliation,

, .

-Four years 1.0, when [ relocated permanently to Sarasota. I searched vainly through the
r&dio bands t'or a Itation providina the level orservice I wa. aceUltomed to and fmally
tumed to ttllevi,ion. Chann~t 40, for my loeaJ news, calendar, weacher, Ipoiu, theater,
arts. special event. and lencraJ com.munity awareness. TJy,. Js If(J ()tJr~r brD<ldcQ.fI .,,1111
doing thai complrl'job In 1It/, markel, and it it my ~Ucrthat without the earning
potential inherent in a netWork affiliation It wlU not bt possible for Channel 40 ~Q maintain
even & semblance ofcheit current servi~ level. Today the Channel ~o staffparticlpltes In
almost every major activity in our community and man)' not-sQ.mlJor, Their Caees art as
tamUlar in person .., they are on our screens a.t home. I worked hard at community
involvement for 21 yean Ind (am impressed.
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